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supportive érihted booklets.* These products have been developed to

LA ¢ v,
.

increase awareness of certain ehild-rearing skills and practices:among

P

low-income Anglo, Black, and Mexican American parents ®f preséhool,children.
N . . ) ' . ' .
‘ ' , -~
B. NEED ’ ‘ '
In-recent years researchers ih early cbildhood development’have‘

' 14

called’ a;tentlon to the potenplal of the mass medid for, trénsmlttlng
parenting information (Gans, 1968; Schaefer, 1973). Greenberg and Dervin
(1970) ébcumented that the urban poor rely heavily on television in par-

~
. .

ticular as a 50u2$e of information.. Their study revealed that low—incomé

‘ ind1v1duals tehded to_view television as a more credlble source of infor-
) .

mation than "'stabllshment representatlves such as teachers and other
- ~
professionals. -Attempts to utilize television-ds an instruetional medium

fpr low—income-gudiences_havegmet with some success (Mendelsohn, 1968-69;

-

Mbrreau, 1972). For the most-part,,these studies established the program-

<
ming preferences of low—income audiences .for daytime anhd.prime time enter-
[ Y

tainment ‘fare. Moreover, educational" programs of the Public Television
. ’
L. -

. .
»
¢ s R

~

*The other. ECP components include, the Parenting Materials Information®Center
(WU 1) and'Multimedia Training Paqkages for Low—Income Parents (WU II).
B AY

-

- - v .
i . ’
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¢ variely have generally failed to engage this audience. queed,:ﬂ;eeemed'

7

’

.

apparénp that the low-income audience was likely to be reached in a sub-
‘ . . . > s
stantial way only-through the Highly, competitive commercial TV market'

(Valenzuela, 19735. o ., ' ' v

’

A Tecent series of publications by thé Rand Corporation (Television'

and Human Behavior, 1975) sought to }dentify)and describe research needs
v ‘ .. '
and priorities within the scientific community that relate to television.

The relatiodshipvgf television .to the minorities and the poor was ranked

third (fbllowing television and children, and television and politics)

ationg nine priority areas. ThesRand study was based on in-depth inter-

- -

views with social scientists who are highly active in research on tele-

vision and human behavior, on information collected since 1975 from a

wide spectrum of the congerned scientific community, and on the views of
' +
in research on television

A4

a panel of social scientists who are acti

and human behavior and well-informed about trends and currents within

’

the field. There presently exist few studies in the literature that

deal with the relationship betwgen minorities or the poor and television,
egpecially with regpect to the Mexican American subpopulation. ' Thus,

R . . i -
there was little evidence on whether the minor%ties or podr were affected

differently by televistbn violence and othpr classes of content or for-

’ . 3 - * & *
mats that have been shown to affect other populations.. According to the

# .
Rand review, 05 particular lack were "studies of various behavioral and
» N -

attitudinal effects, the role of television in.disseminating information,
, € . . -

and the 'potential of television for delivering social services, such as

M -

counseling®of variou7 kinds”flRand, 1975, p.'24):* . . -

'

In conclusion, there exists the need to disseminate parenting infor-
/ -

mation to low-income and minority audiences apd to further evaluate and

A

¢
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for this dissemination. Beginning in early 1974, fhe x{espopse by th%

ECP to this need has been' to develop and ‘evaluat‘e the eff\e;:tiveness of

‘ * " s‘- R x R LI c * ' /"

y : - - 4

-, . , .
research the °ut§1i1‘:y of television and selected Communication strategies (

~

-
.
N -

. -~

}‘ y BOSITIVE PARENT, a series of TV'spot announcements and supportive b.on-

and.MexicaAq ‘American parents of preschool children., J

cluded four objectives: (I) i development and evaluation® of new vy .
spots and suppogrtive 'booljts, (I1) the continued field testing o
N

ing TV spots and their p

s

. lets on\certain parenting topics intended for low-income Anglo, Black,

L

.*  °C. OBJECTIVES/ACTIVITYES/OUTCOMES ° ' ' '

The WU III scope of work during the c%rreﬁt funding period has fin-

»
’,

ticular suppbrtive booklgts, (111) evéluation

.

-c;f the effects of 1ongitudin.al TV"spot broadcasting, and (IV) design and

.

¢ implementation of a ‘marketing plan for the POSITIVE PARENT products.
4

S A)
The activities required to accomplish each of these objectives and the

. ‘expected. outcomes for each objective *are enumerated below.

f exist-




g

v

. - . \ n ,
. . , * . >é v . *
. i s T - T ‘
Activities - - = Expected OQutcomes
4 N s ' ‘ ‘ - .
. OBJECTIVE I: Develop new TV sgots T : ' | ¢
. and supportivé printed materials - A N v :
.« i 4 .
Y o \ .
) ‘ 1. Conduct Needs Assessment to Written report summarizing design,
. ‘ designate potential topics ‘for administration, and results of’
spot and booklet development.’ Needs Assessment- : ,
. 2. . Produce new sets of TV spots . .
s ' and booklets. : - , . ]
. . o . -
T . identify 2 topic areas for ', ‘ ,
! development based upon in- . ‘
_ formation gained from Needs .
. ' Assessment. ‘
.Q .
. prepare’contentvOutlines for Content outlines prepared. A
the selected ,topics.. -
v . . & -
M ‘ . conduct eytermal review '6f Written consultants' reports pre-
i content dUtlines by gonsul- ~ senting a criticil review of the !
5 tants. content outlines. S
y . . ‘ ‘
‘ . . designate treatmeng objec- ¢ Writmenbmgmorandum pre%fnting.treat—
) | tives for spot and booklet ment objectives for spot and booklet
design. oo development of each topic.
~ ' s ) .
! . design spot treatments and §
rough.drafts of booklet con- ‘
" tent for each topic. . \
s - . ) TN
. review spot treatments and . -
‘ bodklet drafts in-house and . . .
. revise as necedsary. ’
~ v R ~ ) '
. . review evaluation methodology . t
- and ptepare instrument?tion
' for Design Test I. ’ ,
. . produée treatment storyboards ’ ]
and booklet mogk-ups. . . /
. Design Test I storyboafds and - .
mock-ups with pample of target _ . ]
audienep. ’
. analyze Design Test I data. Pfeliminary written report orF
N analysis findimgs from each Design
. N Test’ I. ~ o Lo
+ ?
’:‘ i
. “ 1 0 : ¢ Y.t
o g ‘ . 4

ERIC

Aruitoxt provided by Eic ‘
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ERIC

Aruitoxt provided by Eic:

"OBJECTIVE II:

.

. . produce selected spot ‘treat-

ments in 30-second version§ .

and print booklets based on
Design Test.I findings.

. subf#t spot treatments: to.
Design Test II--'red flag- .
ging"” with sample of target

- audience. -
-
.. conduct external review of
.+ produced spots and bookletsfx\
-
", revise-spots and booklets -as
" necessary. )
3. Pilot Test new spots and dissem—
inate supportive printed material
\
. . research and select Pilot
Test PV markets. - %
r »

. review Pilot Test evaluation

- methadplogy and prepare in-
strumertation. ’
reproduce station subs of
spot treatments on videotape.
4

secure cooperation of commer—
. c1al TV stations in selected
- . markets.

-

implement Pilot Tests with
.. TV stations.

. collect, process, and
respond to audience response.

analyze TV station receptlv-
ity and audience response
) ‘fot each Pilot Test.

”,

| ‘.

Field Test ex1sting
TV spots and‘dissemirate respective
printed maferials

* ”
‘1, Review Field Test evaluatlon .
design. .
-
. ” . -
v ~ (

N

Six (6) TW spots (3 trestments each
for 2 topics).and two bdoklets (one
.for each topit) produced. ‘

"
Written memorandum summarizing
audience review of produced spots.

.
o

d
I N .

Written consultants' reports pre-
senting a critical review of the
-produced spots and printed booklets.

~

kY

A}

’
-~ /‘
Writtem report containing process
.evaluation inform tion ‘and results
~ from analyses of é&posure and
response datd. .

.
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ERIC

Arutox providogo e | |m-‘ JAFulext provided by enc

N

4, Obvéin cooperation of prospec- . " ’ .
) tive 11a1s0n‘agénc1es to implg- - C
ment longitudlnal campaigns. . yd ‘ oo .,
5. Conduct {mplementétion training *° Longitydinal tampaign facllltators
with agency facilitators. f _ trained. L i .
v / . - ) . b Y )
6. Reproduce ahd distribute Iongi- v spots and aceompanv1ng materlals .
. tudinal canfpaign materials to reproduced and dlstrlbuted '
facilitators. ] . > : X
. . 12 o

Ad
<
*
.

¢ + " y . ) .
. ¢ 5 . \ ’ . - ~
2.. Select FieId Test' markets from - x . Writfen memorandum ontaining list
national. samplefof potentlal : /%f patential test markets and the1r )
markets. ] BT 'solectlon i{lterla. c.
. o 'x.‘\‘_ “ ._);’” "ﬂ:‘
N i '\. Al ’ ) . R
3.- Obtain- cooperatlon.of prospec* . .;adf N . .
* tive liaison ‘agencies torimpie— . RN v, .
AL e, A N . B - o .\A
ment Field- Tests. ”"~7‘5f?§ 0_ﬁﬁf$? TN LT
. —_— N S AR -

A la }
4. Conduct 1mp1ementat;on ﬁralnlng ‘s Field Test facilitators trained.
with %ﬁency facilitators. < ~

.

v

' for\longitudinal campaigns.

3. v Select longitudinal campaign erttqn -memo'randum contalnlng list
markets from national sample ~ . a4 0f potential test markets and their
of poiential markets. $e1ect10n crlteria

: - . ¢ ’ _8! . - e : . ,. . ot
e .. _, o

’ . . . .
5: Reprodhce and distribyte Field °* vV sﬁots danéd - @QCQmpanylng materlals"
Test mater%als to facilitators. repnoduce§ and d1str1but9d
! . Y. - - - .
6. 'qulegt3 process, and respond . Supportive booklets respective to
to audience ‘requests. i " each Field Test mailed out. ’

W. ~ < . . * * » - , -,
+7. Analyze TV stations receptivfty ~ ertten report contalnlng process ¢ =&
. and audieqce response for each evaluataon 1nformat10n and resuhts .
. Field Test. L. from analyses of exposure and ta

> v "' ponsg data’ .
~ Ly P .
8. Review apd/rev1se Field Test ' ild Tesr\}‘aulltatm‘ Opinmnnalre
Facilitator Oplnlonnaire ,° revised. ot
' . ' - B .
9. Assess SEDL/1iaison, agency Wtitten memq%andﬁm stmmarizing facil-
* coordlnatlon s ’ itators' assessment of Field Test™
- liaison. o .
- L [
L . N\ . , - ) - ?
OBJECTIVE III: Research effects of | o oo
longitudénal TV spot campaigns ) : .
' L '- ' . / , .' . ' . '
i}. Review 1ong1tud1na} prototype. : ;7 ' . . ) .
‘. ‘ ' S~ - . )
2. Define objectives for longitu- Written report containing research
e .dinal campaigns. T . objpctives and evaluation design .




oo 7. Collect, process, and- respond - __ ‘supportlve printed mat®rials respec- *.

) R to addienice reguestsJt ., ;" tive to each campaign test, malled
» - ~ Cliaid . ' - 1
rLe AT : . . out. ' - . |
oL 8T Analyze TV station‘&eoeptiv1ty Written report cohtaining protess f./
R *  and audience response for each . evaluation infprmatign an resﬁlts
- longitudinal campaign. ‘ . ‘from analyses of 1ongitudinal cams ‘
y . . ’ paign data, "
rd " i . 3 e N : A ‘
e ., 9. Assess SEDL/limison agency . ‘Written memorandum summarizing facil- -* ,
SRRV, coordsnatlon.- . . itators';assessment of longitudinal .
. . - .8 . ) . . " campaign 'liaison. . :
' : ‘ . " £ 4
' "OBJECTIVE IV: "Design and initiaté ~ [ . - - " 5
_ marketing plan‘for component e T : . . .
Qroducts . ) . . . .. ) ) .
. . -
.1, CGompile natlonal listings of Listing ,prépared of Poteneial'user
> ¢ potential user networks and " ) networks and agencies. . , . :
. . agencies. B e Lo . : :
—_ ) ) At . . . \ ,
2. Distribute preview sets of mate- . - Preview sets 'of materials distrib- '
}\EL‘ ) rials to.a dontrolled sample of . uted. Llstlng prepared of respondlng
- . ) llsting T Do . agencies. -- . . L
Fad ’ ’.‘ T . . ) R
3.. Contact interested agenc1es and Written repor#outlining market ,
' networks. " . R * potential and [dedign for a natlonal ”
. ¥ . .. . T distribution plan. - ¢ ’ : )
S All of the abové'actinitres were implemented basicallf-as stated ,
‘. ' Sl o S . .. -
with some.moSifications. AJdescriptlon of'%he new product deyelopment. .
B -~ » - - R
s . testlng and results'follows in Chaptgts 11 and. IV 'a description o? the .
) . . development, testing and results, and marketang plannlng for ex1st1ng .
: “« i .o
' ’aproducts follbws in Chapters fL; de vV, a discusslon of ‘the results of . . _
[ -
s T %he POSITIVE PARENT ma%ketlng effort is conta1ned in Chapter VI, "Other B
, T * . ‘o .
* \ . g
' Significant'Effbrts;" and 1mplicat10ns and recommendatlons regarding ° ST
o . the WUIII outcomes are contalned in Chapter VII . b
- o ? ‘ .
. e
PR g
’ L3 -
. 1] !
S 2 e
A -
- ' N
- - ¢ .
o . :
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I1: 'Description of Néw Product Development e . ' : N
AL PRODUCT DESCRIPTION . oo

. '2 Tﬁe WU III products develOped by the ECP during the current funding

period ‘Nov‘ember 1\‘1976 *October 31,.1977) include six,(6), 30-second,
rdcast qua}ity, color telev1sion spot announcements, produced on video-
- tape and two (2), Supportlve, prlnted booklets. Three of the-spots and

_ one boollgt were prepared for each of the two parent1ng t0p1cs, "Discipline"
. and !'"Family Roles and Relatlonshlps" developed by, WU II. . The target pop-

ulation for alL,products were low-income parents of preschool children. .
The new PQSITIVE PARENT TV spots and booklets are both mono and

multlcultural in format. Each spot was deslgned to appeal to a partlcular

R e, . - 4 >

éultural.sub-grOup of the target-population, i.e., low-income Anglo, Black,
v -

or Mexican American parerts of pteschool children. The ‘three "Discipline”

A

- | . o e |
‘ cultural spot versions were designed to portray unresolved "slice-of-life"

. ) ) . _— ‘ .
* situations imvolving examples of children's migbehavior. The "Roles and
™ ., e A

‘v. - ‘ ~Z .

Relatlonshlps cultural spot'versions were'designed as montages portraying

several pos1t1ve "sllce of- llfe" interactions betweéen chlldren and adults. —

~
¥ - .

- Voice-over audio narrations in English accompany the four Anglo and Black

cultural spot versions, and Spanish language voice-overs accompagy the
. . - ) .
.o L : .
ltwo~Mexican American versions. All of the TV spots end with a closing

- - v
v v !‘~’ .n

5 ‘*\;%gﬁ;o 1dent1fy a spohsoring agency for the public s@rvice broadcasi’of

~1{ ;the spots and/or to advert1se the availability of the supportive booklet

- for the spot topic. A gingle, multicultural booklet was designed per
topic, which supports all three of'the.monocnltural spot versions deyel- N

v oo oped for that topic. The booklets are gg,English with photograpb&fbf

Anglo, Black, and Mexican Amerlcan famtljes accompanylng_the booklet text.

. Table 1 illustrates’the topics and, versions of the new TV spots, together

>

with the two new booklets. VI 4

b s A +

. : . . B
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, i TABLE' 1

le

NEW POSITIVE PARENT RRODUCTS o,

TOPIC - - | - SPOT/4/ERSION ' BOOKLET

T

. "Discifline" . BROKEN COOKIES "4 Ways to Discip\ne"
" I

. - (Anglo) ’
s J . A f
. - TOILET PAPER ) .
(Black) . ) .
V4

- ' MUGHOS. COLORES -
(Mexican .Amarican) . '

R
"Family Roles and MONTAGE A~ "Where Do Adults Come A\
! Relationships" .. (Anglo) . From?" -

- * MONTAGE B - : ' IR

. (Brack) » ~ , ° - 7 X

.~ e .
MONTAGE C° <
s ' . . [ (Mexican American) . . ) \
. - - - T v

B. DEVELOPMENT PROCESS NARRATIVE EE . . Q -

4 -

In 1970, SEDL adopte® a pfo&uct development model thét incorporates

4

thg 5r0ad range of activities involved in the‘formulafion, development,

v > ¥

testing, and evaluation of an educational product. The~model contains

\

L 4

{
six interrelated stages:

, .
{1) Context Analysis’ : ' ’ . )

- -
(2) Conceptual Design /
= ‘o (3) Product Design ! v //\J
3 -~ - -~
P (4) Pilot Test ' v

(5) - Field Test

. . .(6) Marketing and Dif!usion Y.

DeVelopmentai_products at, SEDL are expected to cycle and recycle

&

within each stage until they are sufficiently refined to p‘Ggress to the

L]

4




i L) ‘ ‘gg " T * ”
v . B . R N
; next stage. It is possiblg for products’ ta cycle backward to.a previous }“{
. R - i - « ! " , h . ‘ .5 J : L y
.. stage for further refinement and re-evaluation. It is‘also.possible

that sq§ products, ay sklp ‘an entire st’age or. that two stages can be

e

© ¢ N .

conduct simdltaneously. Products Whlch a%e partlally developed else-

~ . * »

. where may be introduced into‘ﬁhe development cycle at a stage other than

[ - The implementation of the development;brocess rarely follows a

3 . - » .
linear progre531on df discrete stages, srnce each stage con51dernbly

LY -
overlags the sta@i% that precede and” fol%owvf It is also og?le p0551ble

- 4

that two or more stages may océﬁr 51multaneousfy w1th regard t6 different

S
A : - , L
e compone!t'products. . 7 . : " . . T
' PN s — ' j"\? ) ) - . ’ i
1. TContext Analysis T . . |
. - ” . . |
b ‘e ol . e s '
Context analysis is ijcerneﬂ with performing analysis and pro- -
viding information on.the problem ‘under congideration. The objec- - T
- N 4 " . . 4 . . NI . -
tives of context analysis are, to define thé problem, to establish -
b A - ;'*-, f - ‘ . . )
its parametefg, to conside;'possible solutions to the problem, and o
- - - o o0 "j'u
‘to identify the strategy or general approgch which appears to ba: . b
/ , 9; ." we * - - d
v the best. .
. -
. . . .
The steps usually inclu%ed in the process of context analysis
- are as follows: - oL ‘ T :
. /o ‘ P . “
. . . Recognition of the istence of an impbrtant so6cial problem.
. ’ ’ B e ’ N
! Realiz t the problem is relevant to the problem s -
focus-of Yhe Laboratory. ’ ‘ﬁ,* F
. . . Identification of a spepific social goal heretofore insuffi- o
) ciently attained. ) . R /(__
’ " . .
” . - . b .
) AN
Collectiow of infermat1on‘about the, social problem and its
causes. s , . .
‘ . - ‘ ) *
. Organization of the iﬁﬁo%mationu S o i ‘
L] B d ' - £
N i
P - -

v . : \\ LT ) -
o - y .
‘s s 1 . "o
(4
~ .

o ' 16 . C :
[ERJ!: S ' _1§f S ’ . - ‘!’
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X ’ I3 N r ’ ~
Identification of imﬁortenp factors that affect artainment
ofe the goal. . - . N

' [

v
-t

.+ Identification of speti%icffaotors to which emphasie should
be given. . . . v

Specific Statemeht of the problem and its parameters. "\

-
~
-
a v

Identification and @escription\of alternative pfoblem—solving

.

Iﬂentiflcatlon of those strategies or general approaches
which appear most 11kely to,solve the problem most effectively.

a

During the early months of 1973, the ECP conducted a Context

Analysis study to ideptify problem areas in educational development,
0- + . - 5 : )

and to establish pr;orities for future work. A major finding of °

’ . » .
thdt study was that vlow-income marents do not have as easy an access

to authoritative parenting information as do middle ‘and upper income

-

parents. Most parents, whatever their socioeconomic level, do not

“receivé'dﬁy,formal instruction in effective parenting. - Middle and

upger‘inceme parents, however, have the benefit of substantial popular
]

literature Wthh responds quite effectively to their parenting infor- o,

~

+ mation needs.

Y

>

S »

.

The same beneflt does not extend to low-1ncome parents

because of ‘the generally inappropriate reading levels and the frequent

cultural'irrelevanee of such literature.’

-»

.

According, to6 the ECP Cohtext-

stg&;egies that can “be considered. : .

»

g~

)
v

I

) Analy51s (1973) effective parenting is clearly as important to the ¢ :

develbpment o; the low—i‘me chiid as ‘it is to that o,f othet chiidren‘-;
[ TR . ja J

In an attempt to provide low—income\éarents with 1nformation . v
4 . . Y
- on recommended parenting practices, SEDL and.the ECP proposed the oo

product, strategy of a se{ieé of TV spot amnouncements and supportive

»

r
. booklets on individual parenting topics. Abundant marketing
' 4 ' ' ‘ N e
T could be cited to substantiate the.success’ bf commercial spots on

.television in generating interest in particulaf products. ‘Many

»
. . 4

‘! -t ’ ' ) . Fﬁ““_ﬁ

o e | 17
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, . non-commercial concerns, qméng them the,National Safety Council, }
- N o - M L - . B w
, » Care, the United Wai,\and the Church of' Latter Day Saints, regularly
S ] % . . LRI . ’
used FV public service annouhcements as, promotional- devices.. The

. TV spot brqadcast as a publie service announcement clearly could be

. an effective meﬁ%od of disgeminating parenting info%mafion since it

. I N - » »
J . . e , .
' possesses'seve{gl advantages over other tel'évision formats: (1) .t
9 Mt : : 7 . \ .

b refatiyely sm#ll pfoductidn’cosﬁs, (2) accessibility to fret commer-

.® + cial broadcaét, and (35 the potengtial for gfeateg aniénce exposdre 7/
' ) - ' |

. . through repeated airing and an‘"unbounded" Qgg;dcast schedule. -
. N » . . . A v N ’ .
. 2. Conceptual Design’ . ) ' . .

»

v . r- . 3 ' -
. Conceptual design is concerned with the development of various
b . . L . ? : b

. aspects of the selected strategy. The objectives of the conceptual

~«

- design -stage are the identification of various components and elements
,". ’ a ' : T . ’

’ ,' pE the solution strategy and the development of a model of elements: .
B ¥ A 4 “ . \ 1 ! c - ‘
. ) ‘o'o-o\'\ ° . » 'y »

: . nd aétivities sequenced to achleve the objectives of the prOJect.

. 7. e =Y 7 "
. . E Qi#.' ‘Steps usually 1nclpded in the process of conceotua& de51gn are

¢ . i e ‘q'- ¢ . *

. - “Bs follows:‘ . .
) ‘ A ¢ . /J

Spe01f1ca£10n of the sqlutlpn strategy chosen in Stage One
of deve lopmen t.

i
|
€ ennfieaon e ameuon
) - ! ‘ ., Identlfacatidh gf a theoretical framework for a model which

- ' . . +will "implement khe selected solution strategy.n .

Y S Identtfication of the elements and att1V1tiEs in each compo-

’ v :" nent of the model. * ¥ - T -

4 N ¥ ‘e * -, L . . . . i ii
o i -,. * Pescription of the scope and sequence 0of goals for each com- ‘ \
. , ponent. . vy
o, i 'v‘ﬂl . ¢ . .
. ’ \ . Spec1fication of the res\\rces which wlll be requlrei ‘
. S <
.; « ] <+ , Delimeation, with, approprlate documentation, for the model
‘ ' i’ i its entirety. “ - . R - '
. { The dévelopment of new TV:spots énd booklets  was bz’lt upon the
- . 3
. | . findings of and the ECP responseA{o the 1973 Context Anflysis Study.
. R .‘ e o
. . . . ' )

Q ‘ N [] . ’ ‘. - - .
ERIC . . - | e =18 - . oL
P o B - T ] : : . ) ‘r .

» .. » - - 5.' ”(w ‘..'.‘ i . -
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I e New product development’ also followed the development and testing

- : »
-~
of a series of 10 television spot announcements and booklets. In

'\
T P

November 1976 tire ECP contracted wi‘a marketing researoh firm, L .
. Marketin,g. and Research Counsel.ors, I " (M/A/R{C) in Dailas, Texas
. L 4 /
7 to conduqt a Needs Assessment w1t1’1 samples low-in!:bme Anglo, P
l ‘ «
. Black and Mexican Americain paren’ts Qf preschopl ch.ildrén. “The ob- - :
- ' . L e . 'ﬁ s Y’
. © jegtives of thls sthdy included ) . o .,
. ] . * - .3
' ) . . ) .
L . (1) "To d‘étermine which“ paten"tl,ng" topics are co'ns;dered 1mpdr— Lo
S . ., ' tant by 1ow—income parent.s Qf young chiJ’dren B .
. » N . “e v, e e
.. . \
N . C 2) To deter@me on w\nch parhntlng topics low—1‘nco‘5,pare\gs R
- T feel they’ have the mo‘ét knowledge and sklll - .
. ] : <.
. T, 0 . " N ? '
! ' . . (3 To determlne Obn\whlch paraiting topic_, 10w-1nc3me pa'rents :
. ¢ feel they need to hiv ? additi8nal .knowledge .an skillin,
: ) T/ -, 'with respect t0 becom ng rpor ffectlve paren»ts.- 3 s
- " ! 4 -
‘ L (4) To determlpe' whi’t,h!&inds of mat.erlal fm‘mats are pt‘ef.erred t .
o oot .and best" suited "tos convey ;Lnforma'ti,on to the target audi- P
: 5~ ence paren'ts. . . . .. . :
R . .-v:,:‘y‘ . ‘M\\'“‘\:‘. :'.'." a.. /~ ' . b
(5) To determine what. parenting needs§ if any, ave* peculiar
T~ v, N to each of ‘the terget aud_m-nce groups, i e., Blacks, T
" o N Mex1can Ame:;icans, Anglo‘s . s - . ', i L
- Y. ) 'y o I( Y, et v‘ ' _"' ..‘ 9 - T ,
. L. Q) To deter‘.mine sﬂnllarlties and .differences, 1f any, bégwee‘n
. N urban pa.rent cond’erng\and\.needs and those of -rural parents.
; ‘ LR i B . L.
. (7) To determ'lne what™ me’bhd’cfs ﬁre mos,t“ effe,enve 1n ‘prov1d1ng R
) N follow—up 1n'form‘at1071 and. assess'm;e‘nt of parent u‘t-illzatron :
. ~ of acquired parentlng .k.noﬁledge a'nd skllls R .
. ‘ oo ) r .
\ ) 4' (8) " To identIfy informational ,mate‘rial language, preférences ,
b . . with. respect to materlals pfdduced for use bx parents . 7
e ' " s e e e .. : "
' v ,(9) To dra.w from the needs ssessment partigipgnt 1nformat10n
. » -
( . C about a' set of ‘topice 4nd strategles for developing and -
v ) S . producing new-materials which increage parenting kn-owledge :
, ‘ . “and~sKills of. Iow—lncome parents of-“preSfchool children. ‘
v N, The Needs Assessment study was conducted by M/,A/R/C in the form
. ' . \' v .
0 ‘/ . of a series of fOCuS group i‘nterviews with' discr;ete samples of par-
' A . . P ’,1 . u/ , ]
. ticipants. The ECP chose the focus’ group technique for the ‘Qeeds‘
h \' . . ’ ! . ‘ \ '

‘.' i . ., . ' 7. 1 9 . ¢ ) N ’
. ) \)‘ . P . . ' " ’_" ° N ' .
» - T " -18- . ' "~
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-— L] '§ -,
. l‘* ) - & N . " . 1 . \
5 - . ! . )
L] . _ . . ’ .
. . T * -
. ' V4 3] v f . ' . . N v
= - Assessment. in view @f the qualitative rathér-than'quantitative in- - = |
Il . - . . .t - ¢t . . <
* formation that this Wechnique can provide. Table 2 illustrates-the st
. ° ce . fo [ T <y . N . )
) Broyps used for the study. . * . ol e
- -, - . . - ) o .
. ‘ . ° ‘e . 7 . e . ‘
.« . e TAB{E 2 o ] -
o e NEEDS ASSESSMENT FOCUS GROUPS T . )
. , con . Number of .
. Jype of Participant - ) .City | g Participants °
. * . - . . . '. . ‘ ‘
Urban Black Women . B Dallas - 10
o . L ' C e
«» .gUrban White Women \ ~ Dallas .11 , P
k‘ ) ‘ . * . © 4, ‘ -/
¢ Urban Black Men . T Dallas ‘// 11 . -
v * Rural Black Women ' K Corsicana . T 14 )
v - “ - T . . . .l . Al .
. Urban Mexican American Womeh . Houston ' &’///
M J 3 v ‘
3 l‘
Rural Mexican American Women Harlingen A2 . .
" M/A/R/C reported seéen parenting 00pics.as being coqéidered impor- e
¢ : ' o : -~
v . \\J{' - [
tant by the focus grouﬁ'particigants: - . .
“ . Thé huphand/wife relationship ds it relates to having chil- ) -
. ,dren t L , o -
- . . Eliminating or redﬁcing the burden and hassle of rearing *
' children .ot .
P o y / :
~ . Discipline i t o .
EA . . ‘ . . .
. Téaching young.childran about - sex L. , g
2 . . . ' s v (l(\ '
. Questions anff communication - . ) ‘ .
) . Ghild déye}bpment B S . .
’ , . N
. . Health &and safety - - ' . '
' : . * \
. 'By way of summdtion, the researcher récommended that the ECP develop
. . ‘ its new ﬁarenting products around four key topics of concern to Low— »
. ‘income’ parents: . (1) Husband/Wife Relationship, (2) Reducing the - e
LY ' . ) . o ' .
% . Hassle of Raising Children," (3) Sex Education, and (4) Discipline. v

" . » 3! . ) R ) s ) N
- , -19- ~J N

. s * C ey
~ . . o . . LN ——
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A more detailed presentatfg: of M/A/R/C's conclusions and recommen-

dations regatding the ECP Needs Assessment is includd@ in Appendix A2:

. Py -
7

. %F response to these recommendations, the ECP chose to develop

* its ‘new WU IT and WU III products on the tochs of Disc1pline ‘and ’

"Famlly Roles and Relationshlps (’FR&R") and to 1ncorporate aspects-

»

of pther two topics within the contfent approaches. In “additien,
x © -

) wv II chose the topic of "Respeto en la familia" for a thijrd Multi-

»

-
]

media Tra%ning Package based on the Design Test comments of Mexican

Americégparticipants. WU, 11 staff developed content ‘outlines for

.

"Discipline" ‘and "FR&R." The outlines were reviewed in-house and

K

by external consultants, then revised accordingly. A complete dis-
° . - . 4
* cussign of the content outlines, the review and revisions can be

found in the Wik II Final Report. v i -
. . N ¥ : ’
3. Product Design/Design Test - .

-

. The‘third stage of the,development process, product design, is

concernel with converting all existing research, studies, conceptual-’

3

izatibn, apd specification into an initial version of a developmental

e objective of this 'stage is to produce a workable product

‘ ‘

\ . , - .

_ which incorporates specified elements and which includes enough con-
& S , : ' C .
~  tent of sufficient quaiity to be ready for testing.

The steps in*the process of product design are as fdllows
- Conver51on of the model delfﬂ!ated 1n Stage Two and the
related decisions into specifications of obJectives "for each
component and each element. - ]
* . Designation, in writing, of the elements and activities nec-
! essary to attain the ob Tives. '

Y

- _Specificatlon of materia equ16ment, staff . (number and
skills), and any special grrangements required for the
activities.

-~

"
) L

v




, . . . .
)
- ! . .
+ Delineation of anticigated costs, and consolidation of.costs
into appropriate budggt categories. X .

Integration of activities into a schedule that permits their
- N PR N
sequential development. . . . *

!
Production of an initjal Ver51on of the product, using avail-
able skills to combinke obJectlves, specifications, and, elements.

Product Development ObJectlves were faéntlfled,by WU IIT sta f[
for each topic respective to the prbduct formats of TV spot announce- '
ments and supportive printed booklets. The "Discipline" TV spots '

were to be designed to-incredse awareness of the general topic among

the target audience by: (1) portraying examples:of unresolved disci-

pline situations, (2) encouraging parents to take advantage of:oppor—

tunities to positively influence their youn children's behavior
y ity g ; b}

. and (3) pffering a source of more information (booklet) to paféhfa

on positively influencing young children's behavior through disci-

* . 4
pline techniques, The "Discipline' booklet was to be designed to
S . .

support al}:three of the "Digcipline" TV spots and to increase aware-

ness among the target audience of four discipline techniques for

-

. : *
positively influencing young children's behavior: ‘(1) listening to

chiidren, (2) setting limits, (3) using’rewards praising children,

and (4) using punlshment

-~ v

_ The "FR&R" TV spots were to be de51gned to increase target audi—

-

en!g awareness of the general-topic by: (1) portraying examples of

" positive influences parents can exert on their your'ildren's sex-

»

ual development'and their role and sex identificatf{on, (2) encouraging
parents to take advantage of daily opportunlties for positively 1nf/y4/

enc1ng thelr young children in these areas, and (3) offerlng a source
. /o ’
of more information (booklet) to parents on pogitively influencing
¥ .
) _

9
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their younge.children in the areas af sexualvdevelopmenf and role

Y and séx identification.. The "FR&R" booklet was to be designed to

supﬁgrt all three f the "FR&R" TV spots and to ptovide additional
\. J
1nformat10n in these areas on recommendéd parenting practlces -and’
~ ]

- child-rearlngiskills o a“

-

Experlence and research with previously developed tGSITIVE ‘

‘ ‘B

\ PAREﬂ‘&TV spots prompted the ECP to make‘certaln modifications in
| »
the design and development of the new TV spots and booklets. First,

in order to increase audience identification with the spots, the

" new spots would be developed in three cwltural versions-*Anglo,

Black, and Mexican rmerican——for each of the two new Eifics. Second,

L

f
|

all df the new spots,would be designed around realistic, everyday
. ’ P
situations identifiable to the target audience. Third, a design

test was used during the Product Design Stage to allow samples of -

the target audience to suggest agd rank situations relating t:f"ﬂfs-
cipline' and "FR&R.ff Scripts would be prepared for each cultural
spot version appropriaqf to the‘top-;ankgd situations. Fourth, ?ﬁd
finally, onty one broadicast evaluation phase, a Pilot test; woulé

be implemented during the funding period for the new products. -

' Situations suitablle for production_as "Discipline"” or "FR&R"

TV spots weré.solicited from Anglo, Black, and Chicano WU III staff}
These situations were p¥esented as culgure—free aé possible. In

addféion, the situation were written to support the Contentantlinés
for "Digcipline" aéd “g R" and to compl¥ment the D;veloﬁment_pﬁjec-

tives for ‘'each topi§: Flive situations were prepared for 'Discipline"

L)

* as follows: - N

T =22 ’ T
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- (‘a) Broken Cookdies .

. . , \
" (b) .Dede . . a
. . X ' ; .
(cf Go Flv a‘£;;e . : . g .
.(d;! Toilet Paper Trail si’ , S '
(e) Many Colors. ' ,
Ten situations were prepared for "FR&R.'" These situations-according !

>

to their pregominate motif included:
(a) Grandfater and grandson
(b) Bikycle lessons ™ ¥ : N .
o — . . %

(¢c) A family argument over thé’qgr .. , W
. L2

t (d) Pretending .

L *(e) Tag—along

(f) ‘Playing doctdr
(g) A family meal
(h) The visit «
(1) JWﬁerg did;I come from?" - .

PO

(j) Copying Mom and Dad

Design test instruments were structured a£Lund these situations

. and applied to groups of thevtarget audience. Results from the Design

tests and recoéggndatidﬁé from WU II staff and SEDL Media and TV/Film

staffs were used as a basis for ranking, ;Evisiqg, and Qgsigning

ethnjcity to the situations prior to their production as TV spots.
N .

-

situations are presented in Tablé 3.

<

" These revisioﬁs are presented in Appenﬂii A3,4. Final se%ectiOn of the -
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. " TABLE 3 . , T

. SITUATIONS SELECTED FOR NEW TV :SPOTS
> N v 1

« -“ 3 ’r \,\‘ \ ’ ': ‘( )

3

-"Discipline". LT ' oo
\\ ) . . v
Anglo ' Broken Cookies
‘e - ' . Black Toilet Paper Trail
» .
) Mexican American Many Colores . / ) -
, .
"Faﬁfi;-kolés and Relationships" (FR&R) ) ..
Anglo . - A, G, J
. ' [ » o . 2
. Black B, C,.H _ g
/ N ‘
Mexican~American D, I, E .’ ‘
d . \ I}K/ . i ? < ' -
~ . Television. production scripts were prepared, reviewed, and

.réviged in-hous®, incorporating the selectedz"Disciplineﬁ and "FR&RL
5 ' sitvagions. ?he gc}i?ts'we;e produced either on'iocafgén or in SEDL's
: studios and then edite;:d in-house. The result das six, 30-second TV
' ' spot announcements in three "Disc;pliné” éﬁlfuraL vergion; and three
7 . - ‘
\ . "FR&R" cultural'Vfrsioﬁs.. Tﬁ; three "Disciplihef spots werefidibed
1 --;s taped?,i.e., as single, selfécontained;situéfions with oq—cameré.A
‘ ’ dialogué. Tﬁe "FR&R" spozé,‘on the other‘hand, were edited as monta;es,

-y .

i.e., spots tomposed of several situations. Each "FR&R'" spot version’

- was edited from five sitdations, the three situations produced for
. . ' i

s

. " )
. ) a single ethﬁicif§ and one each from the.other two»sets pf ethnic y;

. situations. The result was three "FR&R'" spots, each edi;edxas a

-~ .

multicultural montage with focus on a particular efhnic group.

SN IR [

N
\




v . - g . , 1
/ ‘ = . ) . '
- . A ol B ¢ , . .l e\
. ’ ) . * . . . ' . e
COMPOSITION' - ;e
SROT VERSION *® *° OF SITUATIONS: Co :
MONTAGE A '~ A, I, G C I ' . .
” ‘ ‘ (Anglo . \ ‘ * . i . hd .
’ i ’ ' o .
NTAGE B = > B, D, C, G, H ) ’
" (Black) - * ) .o .
< ﬁ —,
MONTAGE € D, H, I,.A, E

- .7 Ty Ty eTo . ——— = - [ —

(Mexican American)

/ o .
_ Concurrent to the design and ;!§ipting of the spots, supporting

booklets on "Discipline" and "FR&R" were also developed. Content

R -

outlines were used as a basis for drafting booklet content. ' Succes-

sive drafts "were reviewed by the ECP staff and compared with the con-
N A

A .

tent for the WU II Multimedia Training Packages.on "Disciplineﬁ'and ]
. .

“"FR&R." Bhotographs tg accompany’ the booklet texts were scheduled .

. 3
as_a part of-the production of the TV gpots. De51gn and lay-out for

the bqoklets was cMupleted by the SEDL ﬁedia Division under the super-

-

vision of theyECP. . The lay-outs were reviewed and revised and the
, L,

booklets priated locajly in late summer, 1977. .

- L v

External consultiants were scheduleddby the ECP during the month

-

of October 1977 to review and critique the new TV spots arnd booklets

-

with regard to three areas of concerm!  °~ . .
I. Advertistng, Production, and ﬁatketing Deeign 52
:' II. Communication Researc¢h ", . ~:
) I . ProductIContent,and Audience Appeal
Loczconsoltants were identifih“ed for each of these concerns. The o

consultan®s are presented in Appendix Aﬁ: Major questions of ‘interest
were prepared by'WU IIT staff for each of the toncerns. The;e ques-

tions are presented in Appendix A6. ‘ ) [ J
~
: The consultants generally prdised the spots afld: booklets for

.

P '
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Aruitoxt provided by Eic:
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o
Y

v

4

.
M . N 3

their compleméntary design; high production quality; ease of compre-

Ll
- T~ g

hgn31on, realistic portrayal of audience repres'htatlves and identl—

;iahle, everyday situatjions; pon-patronizing messages, careful atten-

S b ’ » . P * N
tion’to detail; and overall prodbct appeal. There were some sugges—,
v/yhh w«,w«r . . s - ’

f!oﬂs for minor xevision in booklet copy. One consultant critigued .

e - .

all of théf”Discipline" spots és éenerally atypieal for low-income

& e ~

pafents, a second sultant would have preferred a strongef ¢all - =

/ 4

~

for action at’the end of twe- of the "Dlsc llne -spots. Interestingly,

this same consultant“expressed the ;*1n10n~ that t'he "FR&R". spot. ver-

< ® .. s ottt oS . "
sions' were "superior" to the "Discipline" versiens in that "it is
. .. .

. .
easier to sell someone on loving hi§ 'or her child than on how to

. g
4 . 3 .

positively deal with the. negatives of discipline or punishment."
LY ’ .

In contrast, a third consultant suggested that the "FR&jy' spots
seemed mora'sélf—contained‘and thejeﬁore might net evoke as great ,

“'an aud1ence wrrfe in response ag the "Disc1pline spot versions.

]
-

-

-

" In. additlép, the consultants expressed some concern with the
combunicatidn°mode1 §9ployed for the products, It was felt that :
. e A .
the gpots were perhaps too shogt.to suBstantlally engage the tele-
vision'yiewerﬁsufficiently to motivate a.written response.’ Moreover,
- . . ’ i -

the requirement for write-in response was felt togbe a serious im-

8 B . .
. . 4. ~

»

,pédiment for the low-income dudience. ° In view .0f these COncerns,

’ bl
one cbnsultant went so far.,as to suggest an alternatlve communlca—

x

- tioni{odel whic ﬂilized the TV*spots in a different role

P— .

’
~

Finally, the yesearch deslgn emplOyed {or the Pllot test of the

"Discipline"” ahd " R&R" s pots was se¢n as adequate for. measuring'

. -

only a single tvpeaof behavioral resporse g the spots. "I‘he-major

.
-

- problem as expressed by more thad one consultant was the unaddressed

s };*; . . e
. S . - T IR ! AT
b} B ' - ‘: L ‘o .
] R ‘ S
b : 27 . - 9 et
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[

need to determine tie over®ll reach of..the spots, especially among

- ‘ . -

. members of th¢ target audience. On the other hahd, the consultants

were in general agreement that the preducts addre sed important
P % p

topics of significant interest and/or meed for:the target audience

\

and furthermore, they possessed the potential for even other uses

in parent ‘education. The‘pomplete text of akl of the consultant

[

N hd

reviews is presented in Appendix A7, -

.~

4. Pilot Test N
A .

Pilot test, the fourth stage of the development sprocess, is

usugily carried out under controlled conditions in selected sites’
close to the Laboratory and is inplemented by the product and/oT

test developers. The objective of this stage is“to test, evalua{e,

A 14

and amend individual produéts to improve’them and to enhance the
. y y ) .

potential value of Ehe learning systems in which they will be used.

» -

. . P . -# . B
Steps inciuded‘in Pilot test. are as follows:
r '1‘- ' o ¥
. Sgeq;fica{lon of’ procedures to meet des1gnated needs of
gach target population to be included in the test

]
b d

¢pesugnanlon of a feedback evaluation system. , -

LY ¥

Conduct of a tryout for a cycle .4 time apprbpﬁlate to the
" nature of the test product. .

v I3

.. Réfinement, of the product according to the results of the

tryout. , ,
’. - . . ol
The “new, WU ITI TV spots ahd’ booklets were scheduled for Pilot
. - . -

‘test ¥n September and dctober 1977. For the\sake of data control

and efflciency of campalgnaumplementatlon, test markets in Ie}tas

v N ' . .

were chosen for the broadcast campajgns. With spec1al regard to the 2
‘\&“—7}‘

design\of the new.spots,‘the.grinciple criterion for market seleg;?

tion was the percentage of minofity'population residing within e
v - - - - .

>

Ed




a (1 Beaumont /Port A;thua - WacofTemple

e

.
.
]
! @ ’

_Standard Metropolitan Statistical Area (SMSA) of the test markets. ,

Additional market demographics were also conside;ed. Three pairs -

of test ma;ﬂzt§ wexe selected:

(2). Cozpus Christi - El Paso

(3) Houston - Austin

»

Data profiles for these markets are presented 4n Appendix A8,
» L ]

TV spot versions were matched to the test markets in the follow-
- -

ing tanner: in each market pair, the markets were randomly assigned

. .
to either the "Discipline' spots or to the "FR&R" spots. As a result,
. Sp P
- - N T

the markets of Beaumont/Port Arthur, Corpus.Christi, and Hpuston were

assigndd the "Discipline" spots; while the markets of Waco/Temple,

. '

El Paso, and Austin received the "FR&R" spots. Additionally, the

spots were scheduled so that the Angio versions of bQEh spots would
' L

aéraduring the first two weeks of Ehe campaign, and,one or both of ¥

r .

¢ »
the*minority, versions weuld air during the final two weeks of the

cagpaign. The broadcast test design for the new spots is presented !

-
P

in Table 4,

¢

WU IIT staff directly implemeénted these Pilot tests. FProgram-

. .

mers at all TV stations within the test markets were contac;éd and .

' \t

asked to- participate. Cooperatfng stations agreed to follow the.

'

. . ¥
broadcast schedule and to-furnish exposure datd at the,end of the

campaign. SEDL disseminated free booklets to all respondents, and

+

M > \
analyzed all broadcast exposure andiaudience response.

_28— . \ M
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TABLY 4~ .

PILOT TES® DESIGN

FOR NEW, POSITIVE PARENT SBO®s’

- d T ‘e -
“Market a -"Cgmpaign I Campaign II -
Pairs (9/17-9/(30/77) (10/3-10/24/77), ,
Beaumont /Port Arthur BROKEN COOKIES TOILET PAPER .
("piscipline")’ ‘ ' T
- L - <
' ' £ ¢
Wacd/Temple MONTAGE A "MONTAGE B
("FR&R") d ’
. ) s )
‘ - %\ “,
Corpus Christi . BROKEN COOKIES 'MUCHOS COLORES-
("Disciplipe") ’ ‘ .
- . C T
El Paso | MONTAGE A MONTAGE ' C
_("FR&RY) .
. - \£
» < Py . ?}; .
L . v ap
Hous ton . BROKEN COOKIES TOILET PAPER &
("Discipline") MUCHOS COLORES
~ . ’ .
Austin : - TAGE A MONTAGE B & C
("FR&R") il . .
L4 . _ .
13 ( 3 E
. ¥ ' .
2y -
- » e . & ; .
" 3 \ .
- ’ A
3—0 20
A ~% <294 !
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*°  C.  PROBLEMS ENCOWNTERED AND RESOLUTIONS ‘ .

: ~ .1. Product Design/Design Test . . : ) .
. - : . \ ,
~ " Due tp cohflicts in thé SEDL TV/Film Division's production cal- . \

"endar, the "Discipline" and "FR&R" TV‘;pqts were not taped and edited
uptii late in the funding period. "This.praauctioﬁ delay in turn

- v

1 L]

meant a delay in conducting post-production reviews by congultants
' ’ N ; . Tt
. . and a sample'of the target audience:— .
] . ~ B . ,
5 . In view of the compressed time frame following production, con-

-

sultant reviews of the new TV spots and booklets were conducted, con-

/ -

cu¥rent with the Pilot testing phase. Since a gample of the target

4 audience had prév@:usly selected situations for .spét production during
. 2 ' ’
Design test; only the consultant reviews

were scheduled for thé post-

s . production critique. Furthermore, in order to achieve the fullest®

t

9 M . ~
—. . review possible, severdl tgégf of consultagts were utilized to apply . * .

d ) ! 4 . .-c .

. ’ A .

’ a broad assessment to.the produets. . ] .
{ . * .
2. Pilot Test e * po T
. , ‘ ) ¢ . ’ . . v
Two problems resulted from the Pilot test stage. First, sta- 7~

‘tion' reports of broadcast exposure for ‘the spots was retrieved in

- ] 3 . '

varying,K degrees of specificity, and only with: some.difficulty. Second,

. . the consecutive delay already. mentioned: for the Product Dgsign/Des}gﬁ

2 ) ’ .
test stage were passed on to the Pilot test phase. As a result, .the .

\ *time factor fequireq a gompromise between separating broadcast of '

-

the spot versions and airing each version for a preferred period of
. .

!. fourMweeks. In addition, the schedglé delay also minimized the oppor-

-
=t -

" tunity followingaPiiggzeest for product revision. )

WU III staff retrieved the station broadcast data ‘'by phone and

- mail in order to minimize lag time following the end of the broadcast®’
' . , ’

w -

r~ ’
-

. 31 ‘
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. campaigns. Regardless of the generaiity or speil!icity of this data,
o ¢ procedures were derived in order‘to use thg Arbitron reports, to cor-
. ‘ relate éstimates of viewing audience. The problem of the time factag
conflicting'with the preferred test design was resolved by reducing
. . ! the broadcast perlod for each spot version from four te two weeks
. o [N - l~
“ - dfomitting the_dead period. Stations wefe monitored closely to
. . . .
. . determine if the a;r1ng schedules for. the spots had been followed
All station repdrted éhan-the schedules had been followed Finally,.
. ; - - . -
- . R 4 .
I Jt was Aot deemed necessary,to revise spots since”the majority of
' , . *consultants apnﬁbved.them.as is. -Suggestions for revision of the !
. ) + booklets, on the other:hand, were collected and will be incorporated
. " into the copy prior to any Mmarketing effort for the new products.
. ’ . L { . , i A
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) ’ - ‘ - ’
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III. Description of Continggg Development with Existing Produgts ] *i,,

© . . A. PRODUCT DESCRIPTION 4 BRI K\ =
- . . . , . N . * . ' . -
v Al o
WU III test and evaluation activities copducted during the current
. . RN \ ; ‘ =

funding period also utilized previously produced (2/1/74-7/31/76)

§  POSITIVE PARENT products. These préducts include eleven (11) col® .. *

1

‘ tqésv1sipn\spot announcemehts, each 1n 3?: and 60-second V1deotape

ver51on§, and t&n (10) 5upport13é printed’ booklets, All of the
ot . g . g

¢ POSITIVE PARENT products are keyéd to separate parenti3g topics identi- o

- . . P v, .
fied as apptopriate for low income Anglo, Black, and Mexican American

-,parents of preschool -children; -one topic has been deJeloped for low
income, bilinguél.Spanish—speakiﬁg~parents of preschool children.
Table 5 sets forth the'existing TV spots with accompanying booklets.

-

)

. . . - )
> ' \ TABLE 5 ‘

- , .y EXISTING POSITIVE PARENT PRODUCTS

o > P . »

TOPIC/BOOKLET ’ TV 'SPOT ,
. _:f .

1) . "Read to Your Child" HOUSEWIVES/CLAY ,

a

2) "Expect the Best from Your Children" © SPILLED MILK
3 . . -
" 3) "Talking with Childfen” NOBODY LISTENS )
] ' ) A )
4y " Attentlon to Your Chlldren . . IT'S MONSTROUS '

5) )yise Your Children" . SMASHED GLASS
_ g ~ SHASHED GLAS

r

THOSE OL' CIGARS

6) "Practice What You Teach"

7) "Be Consistent" - ol BEDTIME ;

8) .. "Children Learn by Watching and Helping" BREAKFASTe -
9) "Hélp Your Children Cope with Frugtration” “ PANCAKES
N |' 'R ) : * . . ’ ' * . \
,10) "Los nifios aprenden mirando' y ayudando" - LA FAMILIA :
’ ' * "
., )

' s 33
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‘B. DﬁVELOPMENT PROCESS NARRATIVE ) ) . :
= .
' The development of? exlstlng POSITIVE PAREN% products utlllzed thé .
' Content-AHaly51s and C;ngeptual De51gn stages.previously discussed for
. new #product. development in Chapter II. @ilot Tests fof’all of the
existing products were conéupted by SEDL inysel;cted'%exas talevisién
. ) . N v .
. ] pgrkets"duriqg the previous funding péfiod. .Eielﬁ,Tests, howeyer, were
N conducted forﬂoniy 3 of the iO seés,gf spots and ets during that
.perlod Therefore, durlng the current work effort, the rema{/Ang 7 sets
of POSITIVE PARENT productg were Field Tested and a marketing pi@h was
designed ana initiated for all of the existing ;roductg. ) ' . | .
) JA. Field fest/Lohgitudinal Brdadcasté -
Field Test is the large scale parallel’tes;ing oé a woréiﬁg
( SyStEE’ takiﬁg place under the supervision of a test faci%itatdr
’ and'witﬁ.kﬁe participgtion of the‘pr03uct dé;glopers. Th; objé%-
¢ . N
B tives of Field Test are: (1)/to*determiﬁédfhe ultimate utility
- : ‘and viability of the sys;em under test, and (2) tolfaciLita;e mar-
) - . ket?ng‘and dif fusion of the s;stem bygmg?suring'its effectiveness; -
cost, endurance, and p?tential and by ascertaining the effects uéon
, ., - ' the system of t%é:many variables exi;ting in a natura} environment.

. . . . ]
Steps included in the Field Test stage are as follows: -
N .
» Determination of basic purposes of the test and sﬁbsequent
aregs of investigation. -

. ' N -
* L] v
. ~

. Compllatlon of various test requlrements to fac1 1taﬂe
the development of a test plan.

Formulatlon of a spec1f1c test plan by applylng the re-
quirements ro real-life situations) ensuring that all
relevant information is 1ncorporated

. .Inclusion in the test plan of §r0v151ons for obtaining
whatever informat@n will be necessary or useful in the
marketlng qu dlffSonn of the test produch;

. . ~

" a
. . . » .
\ . .




i L R : 3 ' : N s ral
- o .+ Conmsideration of the various factors relevant to site
i ) 3 selection, and selection of each<test site to incorporate

. . o .
N ; . . all mandatory factors and a number of desirable ones.
- . . / ——— :

. Negotiation ®@Berrangements w{th test sites.

-

. .
. Scheduling of test activities in advance, with appro-
» priate lead time allowed for each activity.
N L .
‘ .. . PR« .
. Provision of prelimipary training necessary for site per—
sonnel who will be working with the test product.
3 ’ . Determination of procedures for colletting evaluatlve
’ 1nformat103/;hroughout testing, for organizing the infor~
f

mation, an or analyzing it.

/ - ) TP
. Conduct of the test.
. Issuance of periodic reports as appropriate and prepara-

tion of comprehenslve evaluative report at termination of

& e . testing.

Establlshment of procedures for rev1s1ng the test product
as necessary and for 1ncorporat1ng the rev1slon irto the
- * ongoing test.’
T - - .
N\ ., Formulation of plans for marketing and dif fusion of the
. product following successful completion of the Field Test.

Preliminary to conducing Field Test and Longitudinal Broad-

-

"
: cast of the prev1ous TV spots, the ECP 1dept1f1ed cr;terla for the
selection of test® markets. The majority of these cr1ter1a1dealt

. with demographic considerations appropriate to the intended- target

population of POSITIVE PARENT. The market criteria included:

- o .
(1) ADI rank by tofal number of television households (TVHH's)
. 2 L 4 R . -
(2) Total SMSA population ' . . ‘
b & )
“ 1_ . i - . 13
P . . Ap€a of Dominant Influence or ADI is the deslgnatlon used by Arbi-
T ’ tron TeleV1s10n'to denete the countids and. TVHH'*s served by a gtoup
< h_of television stations. Arbitron breaks down'the, country gnto 207
[} ADI'S. - ) .
2 . ’ ’ .
Standard Metropolitan Statistical Area or SM§A as designated by .the
¢ ~U.S. Bureau of the Census. . N : .
. ' i \
Q . . . T t 2 2 35 ' ' )
ERIC e : -
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&1

.

‘ .
v . ' ’
. y v
’ : .
. .
(3) Number and percent of minorities residing within SMSA
(4) SMSA Median Income T BN oo .
. ; . -»
v . . . -
(5) SMSA Mean <dncome  _ > ‘
. , .
. (6) Number and percent of total SMSA populatlon below
- + poverty level o
i e .
(7) Number and percent of 1SMSA mlnorlty populakion below -
* poverty level
. . J .
(8) Copparison of SMSA and ADI size/}; . .o

-

o

Consideration of these criteria and market regionality prompted

-

ECP to initially choose 13 pairs of matched test markets. Addi-
tional consideration of the ?everal market charac'teristics and tHe

. particular POSITIVE PARENT épots which were to be Field Testeg led
c - B .
.WU TII staff to a final seleetion of markets. The market pairs
<
included: s, .
4 1' e N .

. (1) Sacramento, CA - San Diego, CA

~

" (2) Memphisf TN - Birﬁinéﬁam, AL
(3) Augﬁeta, GA - Columbus, GA . . -
‘(4) Fresno, CA - Albuquerque;.NM
‘I§ESITIVE PARENf TV;s%ots were assigned to the Field Test
market paiis to permit the-two spot/two magket fiip—flop test de-
sign preeented in Table 6§

.
selected as Longitudinal Broadcast Markets.

»

Jacksonville a;d Orlando, FL were . )

A series of six indi-
» L
v1dua1 TV spot campaigns were scheduled for concurrent implementa-

/ .tion An the two Longltudlnal markets, accordlng to.the test de51gn

/ presented ih Table 7.




-

Market
.« Pair

Sacramento,' CA

> POSITIVE PARENT FIf

< .

TABLE

L/ampaj

6

~

s

.

e

LD TEST- DESIGN

len I Campaién 11 -
(4/16-5]13/77) (5/28-6/24/77)
CIGARS IT'S MONSTROUS

_THOSE OL|.

’
3

San Diego, CA

/

THOSE OL' CIGARS

-

N

IT 5 TONSTROUS' e

Memphis, TX . . BEDTIME SMASHED GLASS
Birmingham, AL , SMASHED GLASS ’ BEDTIME
i ’ 4

’ ‘ ”~
Augusta, GA ANCAKES . BREAKFAST __

: | B .

. >

' . e s .

Columbus, GA BREAKFAST PANCAKES -

Fresno, CA

- LA FAMII&

LA FAMILIA

"-39- by

{ . —

N

W




TABLE 7

LONGITUDINAL BROADCAST TEST DESIGN
ORLANDO & JACKSONVILLE, FL.\ s~

>
4
o
Date ) Spot ’

»
PN

01/29-02/25/77 | _ SMASHED GLASS
03/05-04/01777 | PANCAKES
04/09-05/06/77 T ‘ Hoﬁssw1§Es
05/14-06/io/§7 - * SPILLED MILK

i

06/18-07/15/77. BREAKFAST

i

07/23-08/19/77 - " THOSE OL' CIGARS

L

* 3 ‘9
t

ECP identified state and local education agencies, community
" Al 4 L . $ .

- . N

¢ , . -~ : )
and parenting centers to serve as Liaison Agencies for }he imple-.

£
> =
[N =

mentation.of the broadcast tests. These agencies are presented in

\ . »
Table 8. All agencies were sent project orientation materials in

order to clarify campaign responsibilities. A facéimile‘pf these

mageiials is presented in Appendix ?2.’ Each agency agreed/to iden-
- .

tify a campaign facilitator togpoordinate all local project activi-.

>}

.

ties, to provide a !ocal mailing address to which audiepce write-i'

. . - . .
in response to the spots could-be directed, to forward this response

. e -

to SEDL, and to secure the cooperation of local TV stations at th

[}

Abeginning of thé preject in following the broadcast campaign sched-

ule for the spots and in providing station exposure data for~the

-
’ .

TV spote at the close ofvthe campaigns. In return, SEDI, agreed to

_ tewin the agency facilitator in implementation strategies, identify the

- b !

-40- -
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.ot . . . -
;Jv"‘. $ . '
4‘ . - ) y )
R | 4
L J
- - S
: N . . . . . !
sponsoring agency and local response address in,the.clesing tag of
-~ o, » , - - '
¢ . {
- the spots, reproduce sufficient dubs of the,spots for all partiei-

- Y

. / .
pating market stations, mail out booklets to all campaign respoh-
s -

-

.

dents, and analyze .all campaign data. .Field Tests were‘implementea' ‘
during qu—April through early July 1977: The Lpngitudinai-Broad—

. - ‘ , . ' .
casts aired late January through mid-August. Pre- and pgst-assess-

. . ments were conducted by SEDL with the Liéisqn'Agencies in all sites.
- ’ . ]
‘ . o .
- - - _ ‘:) - -
- :
TABLE 8 R
- Y
. LTAISON AGENCIES FOR
’ FIELD TEST AND LONGITUDINAL BRCADCASTS .. ) : .
. R [ad : ) -
- San Diego San Diego Communitv College ’
kel " n L d
'Sacramento . Sacramento City Unified School' District ’
i 4 Fresno ' Community Council Community of Fresno & . -
/ - ) Fresno Unified Sghool District - .
- s .. b, .
Albuqueriue » New Mexico Committee on Children & Youth ’
f ° -
Memphis Memphis City Schools -
~ \/ ’ )
Birmingham Parent Education Program ‘
Birmingham Citv Schools
© Columbusr - Muscogee County Schools &
o . .Georgia Stafe Department of Education,
Augusta Richmorid County Schools & 1
. Georgia State Pepartment of Fducation ’
/
Orlando - Parent Résource Center i ) :

{}ZZZDHVille

EEY .

Valencia Community College

Parent Support Center & 1
Consortium to Ald Neglected and Abused Children




/

2. Marketlng and Diffusion

L]

Marketing ard D1ffusxon, the 51xth and flnal stage df the devel-

€

opment process, follows completion of development of all components
of an eduéational g}stem or product. The objective of marketing °
and diffusion is to formulate and implement a“plan for "installing
- ¢ ! i ”,

the product. In the case of a complete learning system, the plan
sl exprmin how di = Y
must expdmin how different subsystems fit .together and how they

’ ' . i PN
. can be combined so that, their relationships to each other and to.

.

the system as a whole are clear. .

4r ; — R .
Although marketing and diffusion is consfdere¢?%.discrete stage* *

in the Laboratory's product development process,. and although most
® . . *

of the effprt normally.otouts following field testing, 'the plan-

ning and coordination of marketing and diffusion may.acfually begin
. f. . .
as eérly in.the.process as pfoduct design. Specific steps involved
\' L3 L]
in Stage Six, not all of which can await completion of Fiela'Iest-:
. ° 3 N ‘. 1 - ’
*ing, are as follows: . o
z ' o o 14
. €ontacting publishers and vendors to 5mplain'the deVelop— .
mental product apd .to SOllClt their 1nte§§§t in, and 1nputs
* to, the development. o, ' . P ’
As the ptoduct develops and takes shape, ente?ing into
negotiations with publisher$ and vgndors wh1ch will lead

to a contract with one of them.
14

- 4

"r"‘

Determidaéion of the"‘oductfﬁx%atlsfactpry-ettalnment of
its objectives. v/ . ' ®

» .-
A

Determination of the economy, pracelﬁallty, and general
usefulness of the product.

Maklng of pr1nt1ng, copyighting, and staff training .
arrangements, and of any other arrangements or contracts.
necessary to,w1despread diffusion of the product.

Examination of the various factdrs whlch could affect the
rate of adoptiod of the product.




/ - . s ‘ e Ident1f1cat10n of 11kely 1nnovators or early adopters. . | K

. .(Notlfleat on’ of agencies "involved in testing of &h® product - .
- %{“ " e <concerning its readiness for widespread use.

) 1 .

a -

LA

. Compilation of\all supporting datag on the walidity and

reliability of, the product. ° & . ° :
o * - 'f . - ) LIS
. Preparatlon of reports, brochures, abstracts,-  news releases,
magazine. articles, and ‘other publicity dirécted toward a / i

. . general au jence of patential users. ' SN L
¢ - 1/ v - . e e - P
.0 . D1s,sem1 of the product to Ebre .u]-timate'gsera. . » -

. N ' .

. .~ Continuing follow-up on the product or system to assu‘re
. .- ¢ts continuing utlllx, revising it or w hdrawing it fromm
. R TI the market should ii egig  to. be‘c.ome’obso éte.” e

It Was SEDL ] or1g1nal intention to deslgn a n,—p“roflt mar-.

ketlng plan for <the POSITIVE PARENT 'products. Te=~this end, dis-

-~ .

ther define both the potentiaL market for the products and the size ‘a

. N . o . * N L ¢
of the p_otential'market' demand . a2’ ~ BN . .

N

. ' ‘During the course of th publlsh,er contacts it became apparent

°4
~*,
F ' ‘ o
.- cussions were 1‘nlt1ated ‘with puhllshers, and SEDL attempted..;g fur—
L}

£

~ that the POSITIVE PARENT product,s COLﬂd be marketed at cost (there- L )

§ .
'. IS

by allow1n§ the ‘lowest' per un1t pr1ce) onlgl,f SEDL w‘ld in efﬁect—

act as ;ts‘w&mher

Bd . <

Permlss10n was sought and rece;lved from .
- ' the funding ag’ency fer SE,DL;to; pur\s'ue'Sucﬁ a ngor';-profit ma:_iceting -
. é‘onrt, and ECP began to de51gn a marketlng program for ﬂe POSITIYE .o
. ) -..? PN{ENT products in the Falf of 1976 . . . " b

o

. A In the course. of de81gn1ng and developlng'suchca marketlng

~ [

B -«

" plan, the EQP ) nsidere‘d the funct_'ion dnd intgraction of the follow-

4

® . . . . '
m ing types of'factor_s\:*p(icing scheme‘. 'reprﬁuc’ion arrangemends,

a )
” - . s

. management of 1nventory<promot10nal stra;:egles, ,packaglng req\nre-
-

- K

mencs, d19tr1butlon megxénlsms, billing ‘pOllCleS and an acc0unt1ng,
. o M ~ . a
. . system. S
v * T - ’ M

PAruntext provided by enic [ Lo e
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~ . < v ,
k] N . L. ' . :
The first step was to specify the t for the POSITIVE

. . * 1 -

PARENT products. VariOus types of st e, county, and'local'agenr

a

- c1es and programs 1n ‘the Austin v1c1n1ty were 1degt1f1ed as serv1ng

1

.parent}ng populatlons and/or as be1ng potentlatly 1ntefé!ted in

‘ IS

’

| 3 t - 14

Aruitoxt provided by Eic:

parenting materials.

. B IS
f
’ . e .

< ducts. A'lis
M Y

1n1t1a1 pr1nt1ng of 200 000 b@dkiets.'

— »
/
’

P and a break-even price index for the book
- ;

Bilds- were»obtalned from sevexal local® prlnte
B L .
B ‘ [

Y.

! } ered td SEDL in late May, 1977. . "

e

v

The ECP,surVeyed these agencies for their

as d;:‘er'mined .

Y andg, contraj;s wer: 'y

awaided-td two printers on the ‘hasis, of Towest bid.

¢

K

-

T

.

.

- On the besis c‘the market sui\ii}yresnl\fts, SEDL prOJe\(‘:ted an

- .critical review and’copsumer interest in the POSITIVE-PARENT pro-

.

..

N

Twenty thou~’

‘

¢

»

»

/
J

In 51m11ar fashion, the ECP and the TV D1v1slon de51%ned an

sand copleqigf gach of"- the ten POSITIVE PAEENT t1tles ‘sfe)delxv-'

-

-~

Project costs-were computed,

»

€

f tHe shfﬁeyed agencies is‘presented in Appendix Q1. -

. at-cost reptoductlon and pr1c1ng strategy for ghequFITIYE PARENT ° ¢
. _ . . . .

s ’ R -

established,

- N 4

"_ s .
o ‘volume of spot. reproduqtlon.

L I f\

Lt

. .
- 1]

¢ T. | 4 .

[

d \

» . . -, A 'L
TV spots. Unlike the bookldts, ne'initial spot imr,‘er‘i‘y' was .

"

P

.

Ogntacé were )gltlated w1th otheﬁkstates to faclhtate the .

£

. w, - ‘ .2 - ‘. .
‘Since. it was.not possihle to project potential demand

o0 identification of potent;al consumer gtoups, 51m11ar to the*chSSr

L) - ‘ N ¥

4

-~

,
- s
' . . A LI
N ! ! R . “

»
Sy .

'.T : chlldren «and famlly were also identified.

. . )

Ar . .
.

L sectipn o% agencies identified fdr’the Austin, survey.

[

@&

Thetspecifiﬁ°

*
.

. ) lishers with a focus on parenting,‘early'childhood development

. ' ’, R . .
wcation of ‘these groups produced_a‘national 1{sting ofjover 2,000

pgzential cgpsumers. In eaditiog, national'organtzdt'ons.aqd pub-

$ .
S+ .for ﬁE? spots and tﬁe:: would be virtually no cost break in.a latge’

v

A'liet of these ;roﬁpsi-'

.

-




Aruitoxt provided by Eic:

is presented in Appendix C2.

.
'

To facilitat®e promotion of the 'POSITIVE PARENT products, a
flyer was designed'by the SEDL Media Uiﬁisigﬁ,hnde; the supervision
¥ ) . an .

of the ECP. Price lists ang order fgfms were printed to be in-

.. serted in the flyers. These promotional pieces are presented in
Appendix C3. In’addition, preview sets of booklets, preview

cassettes of the TV spots, and a news release were prepared to ¢

~ e

distribute to potential cgpéumers. A copy of the news release Ts

4

.preserted in Appendix C4. (. X :
i . R to- . . - X

* With the production inventory in place and the’ promotional
: . R .

ﬂ\st%ategies assigneg, and prgpafe ECP set out to imitiate the mar-

keting of POSITIVE PAiENT on a ﬁétiopal scale. The marketing plgp

included three phases: (1) local agencieé were recontacted and "

1

hailed the promotional materials; 2) a girebt, mass~mail strategy.7(’
=

8f the promotional matefials was conducted with the 2,000+ entries

)
-

contained, in the;Natlpnak_Listing of potential consumers; and (3)

N

. ~ y d . 1 .
copieg’of the promotiomal materials; the niys release, a preview

.

set of the booklegs,'and a cover letter were'diréct-mailed to the
- ; . ’ @ o . R

ha}iéhal 9rganizations. Prod%?t sales commenced on June 1, 1977. -,
- -

Agencies in the Austin area were conﬁacte‘ in early June. The
= '

. >

direct mail strategies for various state and national agencies were

implemented in June and July. ‘During the temainder of the funding
/ ! ‘

iy . ! . . o . . .
Jeriod, ECP continued to reyise and, update the National Listing, tT L

,

regpond to requests for previéw of the cassettes and booklets, and
v , -

t?'proqess POSITIVE PARENT orders. P , .

<




PROBLEMS ENCOUNTERED AND RESOLUTIONS

° oo -

1. Field Ieéts'/Long:Ll.idinai Broadcasgs L. -

SEDL-initially sought to identify Liaison Agencies for the Field - J
7.

Tests and Longitudinal Broadcasts by contacting State Departments, of
. g N . v

Educatign. While all SEA's were initially interested, only two even-

- tually committed to the-project.‘ Discus§ions with aIl of the SEA's

extended over ‘several weeks causing a moderate delay in identifying ,

" ' . . .
campaign spongjrs. During the course of the campaigns, vi;tually all
~ hd N

) ' NS . .
of the sponsoring agencieg were tardy in -forwarding data to SEDL.

. ' -~

These delays consisted»oaa few weeks to a few months and generally‘

- 4
\@pered WU III staff 1n'mqn1tor1ng the campalgn tests, in provmmg ‘

LI 4
[y

feedback of. prelmmary campalgn analysis to. the agenc1es, and in NS

1

.. o ¥ ) ’

SEDL»eff1c1ent1y dlssemmatmg lbookle,tS}to respondents. :

. Following ,the deciéioﬁn of severaysm"s not to’act as campaign )
«-

- . ”

test sponsors, SE’, co;gtacted local edi;catlpn’%genues (LEA's) and
mqulred after local parentmg program efﬁor'?s These sources re-

. v1ewed SEDL's proposal and eff1c1e‘htly respbpded w1m173ect comm1t—

)y ?
[

ment. WU IIT staff deai/ with, the delays in recelVlng the campdﬁg\n

data by mamtammg more., freque;\;‘phone and ma11 qontact w}h the
.

campalgn facilitators, by‘-suﬁesh‘ng aiterna!:we data’ gathermg pro-

’ .

cedures to the fac111tators, ‘ﬂd by retrJ'evmg spme data- as"ﬁe’t‘eSsary )

by phone rather than by mall e @ : . . -

. - . . . . . o

2. Marketmg and lef% : e ' ' .
. - 4 N Lhd ’ ¢

- WU III staff d1d not adequately ant1c1-pate the 1n1t1:11 complex-_
ity of de51gn;ng and 1nit1ating ainarketmg‘effort for the POSI’I‘IVE
. N ! (4 v . -

PARENT product’s. Although the local marl.ceting s,*‘vey ’_as‘ conducted.

., - . " . » -
in laté Fall, 1'976, the prod inventory was not estaElishéd and .

kY .
,\: . . “‘G-
T ' | 41 '
’ - ‘ i .
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’ Al
¢

sales were not initiated until the following June. As a result,

- -

. - . : |
i.r?thg first seven gonths of the milesténe were spent in planning and

iﬁitiating the marketing effort. This left only five months to

-
v

promote the products and” respond- to orders. During the marketing

- ~

planning: effort, SEDL attempted to maintain close contact.with all

<]
-

“local ageﬁcie§ that had expressed consumer interest in the POSITIVE

v .

PARENT prod;cts. As a result, several local groups did ind&ed pur-
chase the products. WU III'staff dealt with the brief sales period
. . . ., - . .
by implementing direct mail ,strategies and especially targeting pro-—
- i '

motion to large state-agencies and national organizations.

. » 3 . » ) ‘ .
, - . ) L‘ ‘ .

2
»
v

-
-

.

r 4 s \ L
R I R o [ 4
[ i - "
. r'd ¢
t .
-4 . 4 ’
v .
A
. / ’
|4 -
o . . .
¢ / . 4
i .
)
\ » ’ Y ‘
\ Y
~ ”~ /
t * .
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IV. New

-

A
N .

A.

.,

s

Product Testing and Results:
PRODUCT DESEGN/DESTGN TEST
1. Evaluation Design - - .

- P . -

The purpose of thé Design‘Tzii phase of new product develop-

ment was tplprovide the basis for séleétion of situations around
which ;o develop the '"Discipline” and:"FR&R" television spot
arnouncements. This was to be done by having the test partici;
L] . - R
pants reﬁk tﬁé'situations according to pgeference. The rank;ngs‘
‘of the situations, in turn{ were Eg be anélyzed to ;ielé a &cale
of.preferences‘per ethnic group. Production decisions leading

—_— - &
to the development of three television spot versions per topic,

representing Black, Anglo, and Mexi can American approakhes,
would be based upon*these findings. b
-~

+

2. Instrumentggion .

- The instruments developed for Design Test of the "Discipline"

and "FR&R" situations are inciuded in the pages. that follow

* .
- .

T,
3. Data.Collection and Analysis
w. ¢ v ' . .
Samples of the target audience were invited to SEDL®on
. . : .

<

uccessive nights between March 7-10 to participate in the Design

Test phase of* new WYIII product deyelopment. Design Test instru-

.

, ments were applied‘to two geparate multi-ethnic samples of the

. h A )
target audience to identify the;ﬁﬂscipline" and "FR&R" situations
’ i

*for production. "Discipline" participants were asked to rank

=

’

5 different situatidns.as potential television spots. “FR&R"

-

-
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p.1l of 2

'SITUATIONS FOR TV §POTS (QUESTIONS TO PE READ ORALLY)

» .
B d/DISCIPLINE

Design Test (March 7-10, 1977)

¢
]

What is. your code number?

A. Below are five situations. Please take a few moments to r&ad them.

.

a_ " Title:

.

.

Rank

Title:

"

Broken Cookies

»

.

Mrs. Gage is shopping with her daughter, Carolyn, who is 4.
Carolyn keeps getting in her mother's way.

When they are

. nearly finished, Carolyn grabs a box of cookies off the shelf.

"I want these,”
Carolyn keeps hold
-, Carolyn. "Look,"
buy anything else

she says.

ing the cookies.

"Put them back," says her mother.
"But I want them," says

d
she

?creams. *"Get

erks Carolyn to her feet.

says Mrs. Gageg "Put them back. We can't
arolyn gets mad. She sits on the floor
from there,” her mother says. Angrily,

Carolyn throws the cookies on

Title:

the floor. TRe package breaks epen, and cookies roll ‘everywhere.

Dede

Mrs. Grant is-talking with her friend, Mrs. Tucker.
* Dede, who is 2~1/2, keeps pulling onm her mother's arm.
Then, she asks Dede, "What do you want?”

pays ne attention.

won't answér, but keeps pulling on her mother's arm.
* mother tells her to go away so she can visit with her friend:

3

walké®a féw steps away and starts to whimper.

says her mother.
told you to stop t

her mother says in an angry voice.
to bed,"” hdr mother snaps.

"You go
hat.

play."”

Dkde continues to whimper.
If you don't stop, I'm sending you to bed!"
Dede starts to cry.' "Dede, go
Finally, Mrs. Grant gets up and pulls

Her daughter,

Mrs, Grant
Dede
Finally, hey
Dede
"Now, don't do that,"”
III

Dede down the hall to the bedroom. As she slams the bedroom door,
Mrs. Tucker can hear her angry voice.

Go Fly A Kite

comes Iin and asks his father for some string.
:‘ kitchen,! says Mr. Morales. Mighael goes into the next room. Then
"Michael, I found a stick,” he yells.

Paul, who is 4, comes in.

Both parents are getting angry.

Mr. and Mrs. Morales’are watching a football game on -television.
Their two sons keep coming in and.out the front door.
try to ighore them, but the boys are very ndisy.

The parents
Michael, who is 6,
"Go look in the

Michael and Paul run back outside,

letting the door slam.

.

Title:

Title:

father, "Where a
Morales lose

ome old rags? We're building a

Then, Michael comes back andsaskh his, *

kite," he says.

-

’

b
Toilet Paper Trail

Jennifer, 3, and Robbie, 5, have been playing outside.
into the bathroom to wash théir hands.

=
is temper.

They go

When they can't find a

towel, Robbie starts 'to dry his hands on the toilet paper."
nd they statt pulling the toilet paper

Jennifer does thes
off the roll. Rob

runs after him, gi
paper down the hal

same a
bie :ih

g8ling.

1. Just then, their mother walks in.

ds some toilet paper around
He runs into the hall &pulling toilet paper behind Rim.

i{s hands’
Jennifer

They drag yards and yards of toilet

She sees

a trail of toilet paper leadipg from the bathrdom into the kitchen.

Many Colors

‘their hands and arms o

it's fun. Then th

Mom gofng to be mad at you," says Daniel.

scared and run out

eir b

side,

4

-32-

e wall with crayons.

her, Daniel, who is 8, walks in.
Phillip and Carmen get .

'Phillip, 6, and Carmen, &4, are ﬁéloriug }n the bedroom. 'Phillip
puts his hand 4n the wall, and Btarts to trace around fit.
sees what he {s doing, and starts to do the same.

Carmen _
They trace

Both of them tHink
Oh, is

A few minutes ldter, their father walks
into the bedroom and sees their crayon marks all over the wall.

17

L]




What is your code ndmber?

. Rank v ) g L o

. . A
"

Would you please think of another discipli
the space provided here

qs,situation and write it in
~

~
o

)

We would like you to rank the six situations (1 through 6). Place a

1 beside the situation above that you are most interested in seeing a

TV spot made about, and a 6 beside the situatiom that you are least

interested in seeing a TV spot made about. Be g&?e to rank all the
*situations.

, .

Pleasg answer this questlon Why was the situation you ranked Number 1
your favorite?

y

. . P
We are going to prdduce three T¥ spots on the fopic of Discipline..
One will have Black actors, one will have Mexican-American actors,
"and one will have Anglo actors. Do'you have any ideas éEEG?‘J\

‘ ranguage, family characteristics, or anything else that would help
make the TV spot relate to your culture?

.

., Do you have a TV in your homg? (Circle one)

How many hours a day do you watch TV?

4

Thank You

ERI!

Aruitoxt provided by Eic:
.

-t

.
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A %)
-

a few moments to read each one.
questions:
your neighborhood?

’

4

SITUATIONS FOK TV SPOTS (QUESTIONS TO BE READ ORALLYZ.
o FAMILY ROLES AND ‘RELATIONSHIPS

Deésign Test (March 7-10, i977)

1. Below are 10 ways that children can watch and learn in the family.

Does this
happen in

9
your home? ,

p.-1 of 3

What is your code number?

Please take

For each situatiom, circle your answer to two
(1) Does. this happen in your home’ and (2) C0u1d thlS happen in

Could tbis
happen in your
neighborhood?

v

Peter 4is 4 and has no father.

Peter's

. (B)

(©)

D)

(E)

"that's not what little girls do. .

() M

' ®Peter likes to be around his grandfdther.

.to ride a bike.

‘mother lets him frequently spend the

day with his grandfather. ,Together, ‘ :
they go to the park, play with Peter's . »
toys, and sometimes go for a walk.

No

Yes Yes

. + N
Her father, is” teaching her
Each day when he gets
home, %hey practice on the driveway.

Marcia, is 6.

Yes No Yes
When both of Chuckie's parents need to
use the car, they spmetimes end up ) -
fighting. Neither parent wants to give
in. They usually don't notice when
Chuckie is in the room while they are
arguing. Yes No Yes
Rita.and'Leticia like to.play in the
vacant’1dt across the.street. They
pretend they have a house under the
tree. Rita pretends that she's the
mother and Leticia is th./neighbor
who comes to wisit. Yes No Yes'
Sharon likes to tag along when her o '
brother, Bill, goes to see his friend
Johnnie. -The boys will usually let her
play with them. Lately, her mother has
discouraged Sharon from participating
in their games. She has told Sharon

Yes
o
Mark's mother has repeatedly found Mark

"playing doctor' with his next door °

neighbor, a girl named Jennifer. The
mother has not said anything to her 5-
year -o0ld son, but has decided to start: ‘ .

explaining o Mark about sex.
. ‘ .. oo
49 'h

s ' =54~

. ‘ r

No

No

No.

No, -




(6

(H)

(D

Q)

-

]

Alicia's mother and father both work.

- Sometimes her mother cooks supper, and
sometimes her Dad does. It depends on
who gets home .first.

Each parent lets ,

I

Does this
happen in
your hggg?

p.2 of 3

Could this
happen in your
neighborhood?

Alicia help.

Now ghat she's six, she

‘can set the table and get out some of" ,

the dishes.

Martita is 3. When her ‘aunt comes‘?o
visit, her aunt will* talk to her and
play with her for a while. Having a
grown-up notice her makes Martlta feel
important. .

Daniel is 4. The other day, Damiel
asked his mother, "Where did I come

from?"

His mother hurriedly turned

Yes

Yes

No

No-

-

N

'Yeé

Yes

No

No*

away and told Daniel to go play outside. .

Craig is 3 and likes to try to fit his

No

Yes

No

feet into his father's shoes. Craig
also likes to help his mother when she
works in the yard. Sometimes, he will |
use her trowel and pretend he's doing
what he has seeén her do.

’

Yes No Yes No

~

2. Please give us a situation like those above where

your child learned scmething
by watching you or a member of your family. . :

What did your child learn? _ °

3. Can you give us’ an example of something you or a member of your family’ has

tried to teach your children? . . . ] '
~

»

. . Al
‘ », ¥

! "

*
.

flow did you tr{/to teach it?

’ »

. : /)

\ e

e

]/

N




. ' -p.3 of 3

., 4. We are going to produce three TV spots on the topic of Family Roles and
* - ,Relationships. One.will have Black actors, one will have Mexican-American
actors, and one will have Anglo actors. Do you have any .ideas about
lapguage, family characteristics, or aaything else that would help make
t¥e TV spot relate to ybur culture? 3
- . r
3
. . - Lt
5. Do you have a TV in your home? (Circié one) No Yes. ?
- » .
How many hours a day do you watch TV? -
® ‘ e
) .) ]
e, €
- /_\\ "
. - R Thank You - ‘
r.J
- ‘ ¢ '- . -
" ) . I
' -
- - - / ’
. v .
- ’
- hd ’——_,\
\ - *
ST I '
- ‘ B =
O ‘ , “.)1 . -
v A —56'7
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participants were asked to rate 10 different situations inde-
- - ' .
pendently as potential television spots on the basis of whether

the situations occ in.their homes or could ‘occur in their

neighborhoods. Da for each instrument ‘was collected and ‘ana~ <;
lyzed independently %br each ethnic sub*sé&ple of the testy h

. participants. iatistical quotients were computed \f.or the. "Yes/

. No" responses to the "FR&R" instrument and used as a basis’ for

‘ranking the 10 situations according to ethnic sub*sample.

"

\

4. Results -

A total of 21 respondents completed the "Discipline" Design Lo

-

. Test instrument; 19 respondents completed the "FR&R" instrument.
- } vl

As can be seen from Tables 9 and 10, the results were not clear
- ' TS

cut. Among the "Discipline" situatioms, BROKEN COOKIES and, GO

5 FLY A KITE tied as the top-ranked Angldo situation, TOILET PAPER

. ) . was top-ranked by both Black and Mexican American respondents,
and DEDE and MANY COLORS tied as alternative Mexican American

.. . preferences. Among the "FR&R" situations, there were ties be- -
7

- tween several situations within' a respondent. group (Black and

Y

- . . Anglo) and disagreement of preference -per situation across all

respondent groups. .

5. ConZiusions .
. Using phe Design Test findings as a basis, WUIIL stafgﬂp

'solicited recommenddtions from ECP and media production ;iaffl

torclarify the results and then proceed with design and production




[

Partici

t Group/

.t

# iniZ:oup
._—f’/, )

Anglo (6)

Black~(8)

.

¢
.

N

[y

Oﬂmr&Z)

b

'y
Mexican-American (5)

Y

TABLE 9 .

OVERALL RANKING OF "DISCIPLINE" SITUATIONS
. N E 3
’ BY PARTICIPANT GROUP
Iz
iverall Mean
Rank , Ranking
h -
1 2.5
3 2.67 ,
Vd 4 3.5 .
5 4,17
. A ‘ )
1 1.625
2 2.57
3 3.29 ,
4 3.375
. 75 4,29
. 2 .
1 ' 2.2 »
2 . 2.8
< 3.2
- 5 4.0
1 .25
) 2 3.0 .
. 5 3.5
b:\ 7
5. .
).
Y »

Sﬁot
Situation

Broken <Cookies
Go Fly A Kite
Dede |

Many Colors
Toilet Paper

f’

Toilbt~Pa?er .
Many Colars

. Dede .
Broken Gookies

Go Fly A Kite

Toilet Paper

Dede i

Many Colors

Broken Cookies
* Go Fly A Kite

Go Fly A Kite
Broken Cookies
Toilet Faper

Many Colors
Dede
” -
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Y TABLE 10 , . = .
’ . ‘\;\‘ -7 ) rv -
~ "4 OVERALL RANKING OF "FAMILY ROLES '
A i ! ‘. ' a
. AND RELATIQNSHIPS" SITUATIONS BY PARTICIPANT GROUP
. ‘ Lt ’ . - : . s .
. P‘articiﬁg Group/ Overall . Computed Spet .
# in Group Rank " Quotient - Situation j
; * o - : .
' : ., 3
Anglo (3) 1 1.00%7 D '
4 J -
: 3 .83 . A :
. . . @ . ' F . 1»
. H s
. o . .
- 7 - “ .67. E -\
T e 7 . .50, . C A
. 8 o .50 * G
. . S B | . ‘
L] ) , , 10 ‘\ 2 b‘ .33 . 1B
Black (7) .1 1.00 v - J
2 .92, « B
3 . .85 ¢ B
. D,
. . ) » . ‘E .
. 6 .77 - A
o7 .70 4. F
. 8 “ .62 G .
. / I .
‘ 10 .54 c
Mexican-Amer ’san (9) 1 ' ‘1.00 H
‘ 2 .87 J
* -~ hd 3 -% G - ]
" . 4 . D. s
5 : ‘ 071 * I -
. . 6 .68 -E
7 ‘.67 F
8 .53 7. B
N ) 9} .47 e . "
. . 10. 40, A, 4
’ ° X Y
. ' % R | :
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' 14 - ’ Jj N J . -
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- * . - N 'decis’ior}s\?{)r the new :p'rodtkts These discugsions produced minor .
. ) T ,"reviéidhs ia’,sevétalf;ﬁ the Bituations andf('gignation of et:hnicityQ J1
o ’ , for 'production o,f all of the situations. The revisions axxl their" ¥
- . ‘s £ - e
; T - justaificatlons fre presented i Appéndlx A3 4 Fi productionk -
] . ™
- v - N . 1
. ~‘decmlons. based upon the Design Test res e set forth in )
. - ~ S . . ] B
. .~ Table 11. - o
’ ) 'b» L . “ N u’
. ) S TABLE 11 _ K . .
. <o "t SLTUATIONS ﬁLEcTED FOR PROPUCTION V .
T € ,* FOLLOWING DESIGNTEST _—
R . . ERERA B L
¥ 3 y leed c'— ) . o *- N . - :
" Topic ‘ Situatign : " - Ethnicity"
» o lemte ~Stearige T Ethoiciy:
N alh s [T R R 11 v B » .t N -
S e . ei__iJ‘_DlsCJ.plme . BROKEN COOKIES . ) .Anglo L ) ‘
I . N t4 d — e - « 2 . <
‘@ - e @ e .. * TOILET PAPER ~ -- _ Black
;e R & L s e T @ LT .
o P . ~ - MUCHOS COLORES -  Mexican American
, bl ' " * ¢ 4 . -
S “ . .- +"Eamtly Roles & f A,G, T , Anglo ' 4
- 8 o Relatlonshlps b I : .
. . ‘W7 -7 . B, C,.H " Black . *
L er T LA I
,ﬁ ‘ o e D, é, i “Mexican American, . ’
‘ , . ‘ .‘ . e . ; ) .
.- . e °~ . ~ ’ * ', -
+ v / '.‘ » - . ' R
o \a. ;B PILOT TES’T o« . - , L
- P T : o o - - Coee :
UL oL Evaluatioh Design‘ . ' , T
’ “ 3 & > . ' - ’ ' oo . s »
'u . <’ Yo o » The. purpose, of the Pilot Test phase-of new produ¢t deilelopm 3
’ ’ to- ' S
v 7’ . -
e T . _ment was to evaluaua via Eroad&st the separate cultural versmns
. + ; ‘ ﬁathe‘ "Dlscip.lin'e ‘and "FRSR" spots. In worder to do so,. ];he fol— -
[ 2 3 ' . .
’ , . lpwing research hypothesi.s was propdsed: when PSA s directed ex-
ra 4 . Wy L. . . ‘i " ‘ ., Q. K
, ,.’g’: plicitly .at 'a pa 1culax’ ethnlc grbup are aired comparqd to‘wh .’ 9
~ . .9 . " -
) 7 _ 3" non- ethxuc di‘.rected PSA's arg aired - the* proportlon of respbfi-
* L . . . ‘y
’ ‘! . “ - . A *
R ‘< N, '
- .- s WOR
X . . K .




3 ‘ . ) e ' . -
dents living in low income cénsu$ tracts within a Standard ‘Mewo—
po]’.itan Statictical Area (SMSA) and (2‘)_ belongin!to the ‘ethm‘.p

) i

groug. represented in the PSA, will increasSe. Three pa1rs of té]:e-

- »
- - \u- * - ——

vislon markets chosen for- thelr comp).ementary percentages of

L

_mlnor populatlon were to'be pﬂred ¥ the Pilotl‘ests. In

€each gf -the palred markets, the Anglo spot was 'to air for two
, @ve !
wegks, then the ethn¥ rsaon(s) of the the spots was to air ‘for
’ - 0 [N P
two weeks. After a period of collegtlon of mail-in response,
K} phone-int_ervie‘::s would be used to conthct respoadents in eath
- market to determing: (1) "ber-tinent- demographie on the respofidents, a

and (2) the verslon.’f the 'spots to which. they responded It was

hypotheslzed that the per*cent of mmorlty res]ﬁ‘ndents would in- "

i

%ase in each of the test markets during the"‘laét two weeks of

the campal.gn. . o R

I{a'ddition,' the""Discipline" and "FR&R" television spots

Dz

b
} . .
,were toibe evaluated accordlng to ‘their ablhty to genera‘te r‘e—/

quests for the free booklets offered in !‘he spots. "No indices
t&o : i ! '5
of effectivenéss for the PSA s were 1dent1f1ed for »this purpose: '

s
" L4 "W s

: (1) Index G, the numbc;r '\f telev1§ion ﬁousehold ;mpressions, in,

* K A e

R iOQO S, per,mailed request, and (_2) Index‘H_,_ !he[number of mﬂl—

3 . N
a= ¢ ) .

1S - .
.ed{te‘ts ‘received per 100,000 television hou'selmld impressions: .
] ! L . , \’; g -
' TVHH x 1,000 .
N

-G
7/

"N _x 100,000
TVHH. . 3

4 ’ ‘
* " Where: N = numfet of requests received, and

. ‘ '{VHH number of household impressions
/ .

»




- & “~ . .
'b N , ) - /——-/
. . «; L 8
.
. ’ ’ , ¢ 1 .
i . , . 2. Instrutentation
- ’ ’ ’ o
St - Copies of the Pilot Test ingtruments are presented in-the
. B ) ) . , K - N ’ o - ‘
. . L . pages that follow. The instruments include: a facimile ofythe -
. »
. Respondent Roster’,and copies of the PSA Airin=g Log, the PllOt
"‘ . ot ,Test Phone Interview [Instrument. and Answer Sheet. -
P o T A .
1. - , - .
. . LI .
. 3. Data Collectlon and Andlysis , +
e 4 . ' s * . ' . »
® . Estimates of broadcast exposure W, obtained from all TV -
. ~ *} -
. . . statlons that a‘n‘ed*the "D15c1p11ne MPR&R" spot versions
/
' " . ,during the broadcast tast perlods, September 17 - October 14, 19779
. . .
i;.‘ > *Using Arhitron Telewisjion Audience Estimates as supplled for each
. . — :
. test market, broadcast- exposure was converted to cox:x;esponding
. ' amounts of viewing audience ‘expressed in terms of television house-
‘ e o ‘ : ‘
, : holds. (TVHH's). Viewing audiente totals were computed per station,.
3 R : ’
. test market and spot version. I
) C t 4 .
v : g ) SiACe thg, POSITIVE PARENT caﬁ)aigns were targeted at low in-
. . . . : N _ ~ .
: o . Fcome parents,. analy‘s§s\were conducted _to investigate the extent
. 4
. L S . . i
to’whi¢h 1@y income parent's respondéd-to the TV spots. 'All broad-
é - - .« - ’ *
. . ~ ¢ ' 3 L4
. . 'a cast teSting was.conducted in television -markets (Areag bominant .
. © o A.éb’ . Inhuence or ADI s) that also comprlsed SMSA §.. Mailed requests
" C " teéenreﬁfrom the SMSA's were plbtted on urban maps as to the'lr
‘} v
i
. > - census tradt. or1g1n. Tracts were dist1ngu1shed by their medlan .
P .f } ~ .annual imcome: ''low income" tracts (under $8, 000) and ‘o_n—low
, inlcome" tracts (over $8,000). Arcompariscgn was then made bétween
'y -
L, . .
P the populatlon that feﬁlded in the two categorles of fracts a\‘;d
» . . ] -
e ‘!tl}e ‘number of requests for baoklets orlgmablng from eath categorv.
Q

-
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